The purpose of the study looked at the influence: (1) Perceptions of service quality and corporate image directly on customer satisfaction; (2) Perceptions of service quality, corporate image, and satisfaction directly on customer loyalty; (3) Perceptions service quality and corporate image indirectly on loyalty through customer satisfaction at Travel Prima. The type of research data used comes from the primary (interview questionnaire to the respondent) and secondary (scientific books, articles, or internet). The data is processed quantitatively by path statistical analysis method using SPSS version 23.0. The conclusion of the analysis results can be drawn is: (1) Perceptions of service quality and corporate image directly have a significant positive effect against customer satisfaction; (2) Perceptions of service quality, corporate image, and satisfaction directly have a significant positive effect against customer loyalty; (3) Perceptions of service quality and corporate image indirectly have a significant positive effect against loyalty through customer satisfaction at Travel Prima (Samarinda City).
Introduction
The importance of knowing customer satisfaction is an evaluation of the company's performance, especially the quality of service that has been given. By knowing the customer perceptions of the quality of service, is the input material for the company which things of service quality is considered still less, to be repaired immediately. The importance of appraisal of service quality dimensions is used as a strategic planning framework and analysis in the marketing of services or services [3] . Service quality dimensions include: reliability, alertness, assurance, empathy, and concrete manifestations.
The company's marketing strategy must be active and dynamic, because the marketing strategy must always adjust to consumer purchasing policies. Consumer behavior 6th ICOEN 2019 always changes importance because consumer spending increases motivation for educational change, encourages social and cultural change and other factors that cause behavior change. These changes in consumer buying behavior must be continuously monitored or followed by producer companies, because consumer buying behavior towards a product is needed by many factors. The company intended to discuss the company in order to achieve the target to meet customer needs, in order to maintain competition. The company also demands interests, perceptionss, preferences and buying behavior. Consumers as individuals who have criteria and conditions that are different from each other and this difference also raises the complexity of consumers [14] .
Samarinda City is the capital of East Kalimantan Province, with the population of Samarinda City reaching 828,303 people, with a density of 1,155.99 people per km 2 [2] . From the total population, most of them are immigrants, so the mobility of people coming out and entering Samarinda is so great and it is natural that many companies are engaged in traveling services that open branches or open companies in the travel services sector in Samarinda, especially Travel Prima.
Travel Prima engaged in travel services realize that it is necessary to know to what extent costumer perceptionss of the quality of services that have been given so far whether it has provided satisfaction for cotumers, but it is necessary to know how the company image in the eyes of cotumers.
Customer satisfaction can create loyalty or customer loyalty to companies that provide excellent service and quality because of the high level of customer satisfaction is very important. Customers who have achieved satisfaction are very likely to tell their friends, colleagues and others the experience they get about the company's products or services. With the creation of an optimal level of customer satisfaction then encourage the creation of loyalty in the minds of customers who already feel satisfied. Customer loyalty is seen as the strength of the relationship between a person's relative and recurring business attitudes.
Based on the results of interviews in the field, there are still some complaints from respondents about the discrepancy between expectations and reality in the service and corporate image of Travel Prima. This is evident from the responses of respondents who feel less satisfied than perceptions of service quality factors such as: reliability of the density of departure schedules, responsibility for complaints, and the wishes of consumers who have not been accommodated to the image of travel travel services that are considered still expensive. DOI Based on the description of the theories that have been put forward as well as the existing problems, it is necessary to create a research conceptual framework ( Figure 1 ).
Methods

Operational Definition
An operational definition is needed to provide clearer operating criteria of the meaning and limitations of each of the variables used in this study. The definition is as follows:
• Dependent or exogenous variable is a number of symptoms with various elements /factors that exist within which determine/influence the existence of other variables. In this case the free variable is: In this study the dependent variable is customer loyalty (Y 2 ). Loyalty is a loyal customer on Travel Prima Samarinda City that tends to be tied and will buy the same product again even though there are many other alternatives available with indicators: provide recommendations, increase the number of transactions and will not move to another travel.
Types and Sources of Data
The type of data used is subject data. Thus, the data used is from the results of respondents' answers to questions raised in interviews, either orally or in writing. The research data consists of 2 sources, namely primary and secondary are described below:
• Primary data Primary data is data collected through research obtained directly from the source [7] . In this case, obtained from the respondent who answered the question. On the basis of this method is expected to hit the target, because the subject (customer)
is considered most know against the Travel Prima Samarinda City. 
Population and Sample
In this study the population in question is the Travel Prima Samarinda City users who have been using service several times in the area of Samarinda City operations. Thus, the population in this study that is all consumers who have 3 times using the services of Travel Prima Samarinda City (majors Samarinda-Balikpapan).
The sample in this study is Travel Prima customer of Samarinda City which has more than 3 times using travel services with limitation (destination of Samarinda City to Balikpapan). The number of samples used in this study amount is determined as many as 60 samples with the consideration that the number of population is not known for certain. The number of samples as many as 100 are considered to be representative, because the minimum number of samples for the correlation data of at least 30 samples [13] .
Research Instruments
The collected data were first tested using the normality, reliability and validity test. Here is the explanation:
• Normality test
Normality test aims to test whether in the regression model, the dependent variable and the independent variable both have a normal distribution. A good regression model is to have normal or near-normal data distribution.
• Reliability test
Reliability testing is intended to measure a questionnaire which is an indicator of construct variables. A questionnaire is said to be reliable or reliable if one's response to a statement is consistent or stable over time.
• Validity test
Validity test is used to measure the validity or validity of a questionnaire. A questionnaire is said to be valid if the question on the questionnaire is able to reveal something that the questionnaire will measure. DOI 
Analysis Tool
Descriptive analysis is the analysis shown on the development and growth of a situation and only provides a picture of a particular situation by describing the nature of the object of the study [15] .
The data analysis model used is path analysis with some prior testing, such as data quality test (validity and realibiltas test). The purpose of data analysis methods is to interpret and draw conclusions from a number of collected data. Researchers use SPSS software version 23.0 to process and analyze data research results.
The analysis used is path analysis or called path analysis because between perceptions variable of service quality and corporate image to customer loyalty as customer satisfaction intervening. Path analysis is a technique for analyzing the causal relationships that occur in multiple regression if the independent variables affect the dependent variable not only directly but also indirectly [10] .
Testing the significance of each of the calculated path coefficients, either individually or collectively, and testing the differences in the effect of each exogenous variable on endogenous variables can be done with the following customer steps [11] :
• State the statistical hypothesis (operational hypothesis) to be tested.
• H 0 : р = 0, meaning there is no effect of exogenous variable (X ) on the endogenous (X ) variable. • Take the conclusion, whether need trimming or not. In the event of trimming, the calculation must be repeated by eliminating the path which according to the test is not significant (no significant).
Results
Testing Questionnaire Instrument
Based on the calculations on the first and second sub-structural models, get the figure as below: First, the existing Figure 2 looks like a divergent straight line dividing the actual data will follow the diagonal line, so it can be said that the data of the existing customer satisfaction (Y 1 ) formers are normally distributed.
From Figure 3 there is seen form divide straight line diagonal which depict actual data will follow diagonal line, so can be said data of customer loyalty shooter (Y 2 ) existing is normal distribution. Table 2 ). 
Testing of Path Analysis
This section describes each path in the model using path analysis. Each path tested shows the influence of perceptions of service quality and corporate image on satisfaction and customer loyalty. Before testing whether there is any direct or indirect effect, each path is tested for signification first. If there is a path that is not significant then applied trimming theory that is by removing or removing the path that is not significant
Then from the results of the new structure is re-calculated each path coefficient.
Based on these results, it is known that the direct and indirect influence, and the influence of the total perceptions of service quality (X 1 ) and corporate image (X 2 ) as the exogenous variable to the endogenous variables namely loyalty (Y 2 ) through customer satisfaction (Y 1 ) as intervening variable. The results of path analysis and hypothesis testing are described in Table 4 . Based on the path model that has been produced above, then can be interpreted as follows:
• The coefficient of perceptions of service quality (X 1 ) is 0,342 meaning that if other exogenous variable have fixed value and X 1 increase 1% then customer satisfaction (Y 1 ) will increase 34,2%. Coefficient of positive value indicates a positive relationship between perceptionss of service quality to customer satisfaction, where the increasing value of perceptionss of service quality will increase the customer satisfaction.
• Coefficient of corporate image (X 2 ) is 0,377 meaning that if other exogenous variable have fixed value and X 2 increase 1%, then customer satisfaction Y 1 will increase 37,7%. Coefficient of positive value signifies a positive relationship between the corporate image to customer satisfaction, where the increasing value of corporate image will also increase customer satisfaction.
In the path analysis function, we can illustrate the path model as follows:
• In sub-structure 2, exogenous variables = X 1 , X 2 and Y 1 and endogenous variables Based on the path model generated above, the number can be interpreted as follows:
• The coefficient of perceptions of service quality (X 1 ) is 0,314 meaning that if other exogenous variable is fixed and X 1 increases 1 point, then customer loyalty (Y 2 ) will increase 0,314. Coefficient of positive value indicates a positive relationship between perceptionss of service quality to customer loyalty, where the increasing value of perceptions of service quality will increase customer loyalty.
• Coefficient of corporate image (X 2 ) is 0,283 meaning other exogenous variable fixed value and X 2 has increase 28,3%. Coefficient of positive value signifies a positive relationship between corporate image to customer loyalty, where the increasing value of corporate image will increase customer loyalty.
• The coefficient of customer satisfaction (Y 1 ) is 0,287 means that if other exogenous variables are fixed and customer satisfaction (Y 1 ) increases 1%, then customer loyalty (Y 2 ) will increase by 28,7%. Coefficient of positive value indicates a positive relationship between satisfaction with customer loyalty, where the increasing value of satisfaction will increase customer loyalty.
Based on the sub-structure function 2 used for the previous table, it can be described as follows: 
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The total effect is the sum of direct effects with indirect influence with this provision, then the total effect can be calculated by computing equations (1) and (2) substituted, is: 1 = 0, 342 1 + 0, 377 2 2 = 0, 314 1 + 0, 283 2 + 0, 287 1
Based on the equation above, the total effect can be obtained, namely: total = 0, 342 1 + 0, 377 2 + 0, 287 1 (0, 314 1 + 0, 283 2 ) = 0, 342 1 + 0, 377 2 + 0, 090 1 + 0, 081 2 total = 0, 432 1 + 0, 458 2
With the result of the equation, the total influence of all research variables can be explained in the table below: 
0,342 0,314 0,287 0,342 x 0,287 = 0,098 0,314 0,314 + 0,098 = 0,412 X 2 0,377 0,283 0,377 x 0,287 = 0,108 0,283 0,283 + 0,108 = 0,391 Y 1 0,000 0,287 0,000 0,287 0,287 + 0,000 = 0,287
Based on Table 5 , then each path can be described as follows (complete model) namely: 
Discussion
Effect of Perceptions of Service Quality and Corporate Image Directly on Customer Satisfaction
Statistical analysis shows that perceptionss of service quality and corporate image have a significant effect on the customer satisfaction of Tavel Prima (Samarinda City) in a positive direction. The results of the study accept the first hypothesis, which states that perceptionss of service quality and corporate image have a significant effect on customer satisfaction.
This shows that customers feel the ability of Travel Prima (Samarinda City) to carry out the promised services (timeliness, responsiveness and empathy). So, customer feel that travel employees have a concern, individual attention to users. Perceptions of service quality that is manifested in real terms, has played an important role for customer satisfaction.
Meanwhile, the services provided to customer are indicators of the lowest corporate image in their eyes. Can be seen from complete facilities, clean rooms, and neat appearance, as well as an explanation of Travel Prima employees who are right in dealing with customer problems. The corporate image provides added value in this study. Along with previous studies, it is still rare to examine the relationship of this variable, so that the corporate image is a predictor that influences service user satisfaction, a consistent corporate image has been built by Travel Prima through good services, such as: security always opens doors to customer, customers service always serves consumers patiently, and respects guests by naming customer, teller rooms that are neatly displayed with friendly service, and fast transaction processing.
Empirical findings are relevant to previous research confirm the positive and significant relationship between the service quality, corporate image, and customer satisfaction in Pakistani service sector context [16] . DOI 
Effect of Perceptions of Service Quality, Corporate Image, and Satisfaction Directly on Customer Loyalty
Statistical analysis shows that perceptions of service quality, corporate image, and satisfaction have a significant effect on the customer loyalty of Tavel Prima (Samarinda City) in a positive direction. The results of the study accept the second hypothesis, which states that perceptions of service quality, corporate image, and satisfaction have a significant effect on the customer loyalty.
Service quality is the expected level of excellence and control of the level of excellence to meet customer expectations. So, the assessment of Travel Prima customer on service quality is a reflection of evaluative perceptionss of the service received at a certain time. To be able to increase passenger loyalty, Travel Prima has improved service quality. To improve service quality, this company has revitalized physical facilities, such
as: the addition of TV entertainment facilities, live music every weekend in the office area, smooking area, mosque, and clean toilets provided to support very adequate services. Other factors that can affect passenger loyalty, can also be seen from the service provided by Travel employees to passengers in accordance with the procedure.
If the peripheral quality (image) of Travel Prima is getting better, which is indicated by complete facilities and strategic locations, the loyalty of customer is increasing. This condition occurs because the company's image is a user assessment of a quality that causes travel services to be the choice and supporting quality, such as facilities and location. Facilities are all things that are physical equipment provided by the seller of services to support the convenience of customer. The facility can distinguish between service providers with one another and is an advantage for Travel Prima (Samarinda City), in order to provide satisfaction to customer. Location factor is also a place where the company does all activities to fulfill that goal with a strategic location, so the user will easily come to the service provider, so that ordinary loyalty is fulfilled.
Customer who tend to be satisfied with a product or service company will foster good loyalty. This means that high or good service user satisfaction will make consumers increasingly motivated to use the same product or service without being affected by products or services available by other companies, so that it is expected to increase the likelihood of creating high service loyalty.
Empirical findings are relevant to previous research by [1, 4, 8, 12] . Consumer perceived and corporate image is observed to have a positive direct effect on the customer loyalty. Besides, proposed that high quality service is required for customer satisfaction and satisfied customers tend to be loyal customers [6] . DOI 
Effect of Customer Satisfaction Perceptions Service Quality and Corporate Image Indirectly on Loyalty through Customer Satisfaction
Statistical analysis shows that perceptions of service quality and corporate image have a significant effect on loyalty through the customer satisfaction of Tavel Prima (Samarinda City) in a positive direction. The results of the study accept the third hypothesis, which states that perceptions of service quality and corporate image have a significant effect on loyalty through service customer satisfaction.
Service quality starts from customer needs and ends with the perception of customer.
The good and bad quality of service is the responsibility of all parts of the Travel Prima organization. When the services provided are able to meet or exceed user expectations, they will feel satisfied. By providing good service quality to customer, it will affect satisfaction. So, service quality and satisfaction of travel service customer, is the cause of loyalty. Service quality and satisfaction greatly affect the customer loyalty.
Travel Prima image is good, has an important meaning for the survival of the company because it can create service user satisfaction. Satisfaction in the service, is the happy feeling of someone who appears after comparing the perceptions or impressions of the performance or results of travel services and expectations. The success of the company, if employees are able to provide good service, so that customer feel satisfied and in their eyes and the image becomes positive.
Empirical findings are relevant to previous research found that trust partially mediates the relationship between perceived service quality and service loyalty of Malaysian mobile phone service market [9] .
Conclusion
Based on the results of the analysis and discussion in the previous section, the conclusions can be drawn from this research include:
• Perceptions of service quality and corporate image directly have a positive and significant impact on customer satisfaction. The weaknesses in this study are the variables used (perceptionss of service quality, corporate image, satisfaction and customer loyalty) where the coefficient of determination (R 2 ) both from sub-structure/model 1 and 2 under the number of 70,0% (very strong category). For researchers, who in the future want to use independent variables more than this research, example: price factor, discipline of corporate employees and and others to be more interesting.
Perceptions of service quality is good, but need more enhanced facilities and supporting infrastructure, such as: website, call center or sms gateway so as can continue to provide services and information to costumers at any time without limited operating hours working hours. Continue to increase customer satisfaction by giving event or agenda promo to discount in travel packages, so hopefully can continue to win the competition and increase the satisfaction that will impact on customer loyality better.
Maintaining credibility and trust by synergizing with other business partners and continue to provide excellent service, especially the accuracy of departure so it is expected to increase capasilitas corporate image in the present and future.
